may associate with creativity but that may not always facilitate creative performance (Petkus, 1996; Wells, 1978) . It is the latter possibility that is the focus of this chapter.
Here, we delve into the dark side of the creative identity. Although there is emerging evidence that a creative identity can motivate creative achievement, we argue that identifying oneself as creative might also cause individuals to develop an exaggerated sense of entitlement stemming from that fact that creativity is typically viewed as a rare and valuable attribute (Campbell et al., 2004) . The consequences of entitlement may be wide-ranging and potentially damaging. We focus specifically on dishonesty and argue that a strong sense of entitlement will lead to dishonest behavior, because individuals feel that they justly deserve more than others and are willing to engage in unethical behaviors to gain those rewards. Given the increasing importance of creativity within organizations and the costs of dishonesty for those organizations, understanding why individuals with creative identities are prone to dishonesty could be crucial for organizations that desire creative performance. By understanding the psychological consequences of a creative identity, both positive and negative, managers may be able to strengthen employees' creative identities without incurring the costs.
The creativity identity: Antecedents and consequences
Existing research has viewed creativity primarily as a cognitive ability or a personality trait (see Hennessy & Amabile, 2010 for a review). Creativity as a self-concept is a newer construct that has emerged only recently. As such, the creative identity holds a great deal of promise but is not yet well understood.
In general, a salient identity provides individuals with a frame of reference that allows them to evaluate how their actions fit with social expectations (Wells, 1978) . They are motivated to align their behavior with role expectations as a way of protecting a positive self-view and projecting that view to others. In theory, the creative identity should operate through a similar process. Individuals may derive considerable positive meaning and value from a salient self-view as a creative person (Lemons, 2010; Petkus, 1996) . Therefore, individuals with creative identities will engage in behaviors that they view as creative (Petkus, 1996) in order to maintain and protect this highly positive self-view (Fisher, 1997; Petkus, 1996) . For these individuals, creativity represents a central part of "who they are" (Farmer, Tierney, & Kung-McIntyre, 2003) .
